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ANNUAL SUMMARY REPORT 
This summary report is an outline of the “Put it Down” Distracted Driving Awareness Campaign that 
was implemented for the Florida Department of Transportation (FDOT) District Six throughout the 
months of July to November 2017. This public outreach effort was led by the District Six Community 
Traffic Safety Program Coordinator as part of the FDOT Traffic Operations division. In line with FDOT’s 
mission, which states that the Department is committed to “providing a safe transportation system 
that ensures the mobility of people and goods and preserves the quality of our environment and 
communities,” the campaign was designed to create awareness of the dangers of distracted driving 
in order to keep the roadways safer. 

1.0 CAMPAIGN DESCRIPTION 

The mission of the National Highway Traffic Safety Administration (NHTSA) is to save lives, prevent 
injuries, and reduce economic costs due to road traffic crashes. NHTSA, through the United States 
Department of Transportation (USDOT), has developed a safety campaign regarding driver 
distraction, a significant problem that is growing rapidly as the use of handheld communication 
devices and other technologies continue to advance and become interwoven in the day-to-day 
lives of drivers. The long-term priority of the campaign is to eliminate crashes that are attributable to 
distracted driving. In order to communicate this priority effectively, FDOT has developed a number 
of programs and projects, including the “Put it Down” campaign which focuses on helping drivers: 

• To understand the problem of distracted driving 
• To recognize the risks and consequences associated with distracted driving 
• To implement specific steps to help eliminate distracted driving within their families, schools, 

businesses or organizations 
• To keep themselves, other drivers, passengers and pedestrians safe on our roadways 
• To understand the distracted driving law in Florida  

The key strategy of this year’s campaign was to increase the amount of partners and build 
partnerships within the community that would maximize their communications resources and help 
spread the safety message. Because the risks associated with distracted driving are applicable to all 
drivers, this year’s campaign not only targeted younger drivers between the ages of 16 and 24, but 
all drivers in Miami-Dade and Monroe counties. As a result, the team sought out partnerships with 
local municipalities, organizations and academic institutions in order to reach the target audience 
effectively through outreach events and the distribution of multilingual collateral materials including 
a campaign poster, interactive email blasts, web/TV banners and social media messaging. 

1.1  CAMPAIGN LIMITS 

Each FDOT District was tasked with implementing a public outreach campaign and each campaign 
varied in scope, based on available resources and personnel. This campaign’s limits were within the 
boundaries of FDOT District Six, which includes both Miami-Dade and Monroe counties. 

The branded elements implemented as part of the District Six campaign were developed exclusively 
by the District’s team of FDOT personnel and consultants. 
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1.2  CAMPAIGN TEAM 

The team was led by the District Six Community Traffic Safety Program Coordinator, Carlos Sarmiento, 
and District Six Communications Manager, Tish Burgher. The consulting firm that facilitated the 2017 
campaign was Media Relations Group, LLC. Additionally, consulting firms The Corradino Group and 
Graph Code, were used as resources for event staffing and the partner resources website.   

The first meeting of the 2017 team was held in May 2017. Subsequent meetings were held as needed 
to review materials, arrange for production of collaterals or coordinate participation in upcoming 
outreach events. 
 
2.0 CAMPAIGN GOALS 

The campaign’s main goal was to increase awareness regarding the dangers of distracted driving. 
The team was given the following scope of work to achieve these goals: 

• Further develop “Put it Down” logo/brand and messaging and produce all relevant 
collateral materials 

• Partnership development and regular team progress meetings with FDOT CTST Coordinator 
• Coordinate outreach events with established partners 
• Coordinate Partner Kick-Off Meetings to launch the campaign 
• Focus on graphically appealing messages and further develop social networking strategies 
• Work with campaign partners to disseminate campaign messaging via existing 

communications resources 

The statewide campaign required the implementation of a safety pledge – a documented 
commitment to driver safety that was distributed at outreach events throughout Florida. Copies of 
these forms would be kept by the driver, and serve as a tangible reminder of the dangers of 
distracted driving. Through the leadership of the campaign partners, the commitment to the no-
texting pledge was successful in gaining support of the campaign and its overall goals. 

 
CAMPAIGN PLEDGE FORM 
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2.1 GOAL COMPARISON – PAST FIVE YEARS 
 

 2011 2012 2013 2014 2015 2016 2017 

PARTNERS 7 13 40 98 108 112 120 

OUTREACH 
EVENTS 

14 22 40 73 72 64 53 

CAMPAIGN 
IMPRESSIONS 

3.1 
million 

6.0 
million 

40.3 
million 

38.6 
million 

61.5 
million 

114.5 
million 

76.2 
million*† 

 
Using data from partner surveys, an estimated 76,229,771 impressions were made during the 2017 
campaign. 
*Number of impressions reported by partners as of January 10, 2018; does not include every instance of people 
who viewed the campaign posters, articles and some news stories. 
† Partner feedback indicated that the weeks leading up to and following Hurricane Irma affected their ability to 
participate in the campaign to its full extent due to event cancellations and power outages. 
 

3.0 PARTNERSHIP DEVELOPMENT 

The team focused on developing partners that would help to effectively spread the safety message, 
and provide materials and resources that would assist in this endeavor. 

The following methods of contributing to the campaign were suggested to potential partners: 

• Promoting the campaign message within their organizations 
• Using internal and external communication methods to disseminate “Put It Down” 

messaging, achievements and success stories, and provide information about how others 
can get involved 

• Teaming with local law enforcement and community members to support their efforts to 
improve safe driving patterns in the community 

• Working with local media outlets to reach as many people as possible 
• Participating in or sponsoring one or more of the local outreach events 
• Providing educational and promotional items to distribute at local outreach events 

 

3.1  STRATEGY AND APPROACH 

A preliminary list of potential partners (including agencies that were involved in previous District Six 
safety campaigns) was identified by the team. The team was tasked with making preliminary contact 
with each potential partner and gauging their interest in joining the campaign. Based on their level 
of interest, follow-up meetings with key personnel were scheduled in order to discuss the details of 
the campaign and determine what resources were available. 

An introductory package for campaign partners was developed for these meetings, along with other 
collateral materials that highlighted the campaign’s look and messaging. As new and existing 
partners confirmed their participation, their respective logos were added to the campaign materials 
in order to highlight their commitment to the campaign and to public safety. 

Contributions from partners were limited to existing budgets and resources; however, all opportunities 
for increasing outreach and dissemination of collaterals were researched and, if feasible, were 
implemented as part of the campaign.  
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3.2  CAMPAIGN PARTNERS 

The partners’ logos were included in many of the collateral materials, including the campaign 
posters, email blasts and website. Representatives from each partner agency/organization were 
invited to participate in a Partner Kick-Off Meeting where the campaign was officially launched, and 
the collateral materials were unveiled. The Partner Kick-Off Meetings were held on July 27, 2017, in 
Miami-Dade County at the FDOT District Six Auditorium, and on August 3, 2017, for Monroe County at 
the FDOT Marathon Operations Center. Below is a list of the official partners that joined the 2017 
Distracted Driving Awareness Campaign. 

• AAA/Auto Club Group Traffic Safety  
• Anthony Phoenix Branca Foundation 
• AT&T 
• Broadspectrum  
• City of Aventura 
• City of Aventura Police Department 
• City of Coral Gables  
• City of Coral Gables Police 

Department 
• City of Doral Police Department 
• City of Hialeah  
• City of Hialeah Fire Department 
• City of Hialeah Police Department 
• City of Homestead 
• City of Homestead Police Department 
• City of Islamorada, Village of Islands 
• City of Key Colony Beach 
• City of Key Colony Beach Police 

Department 
• City of Key West 
• City of Key West Fire Department 
• City of Key West Police Department 
• City of Layton 
• City of Marathon 
• City of Miami  
• City of Miami Beach 
• City of Miami Beach Police  
• City of Miami Gardens Police 

Department 
• City of Miami Springs 
• City of North Miami 
• City of North Miami Police Department 
• City of North Miami Beach 
• City of North Miami Beach Police 

Department 
• City of Opa-locka 
• City of Opa-locka Police Department 
• City of South Miami Police  
• Islamorada Chamber of Commerce 
• City of Sweetwater 
• City of Sweetwater Police Department 

• City of West Miami 
• City of West Miami Police Department 
• Community Traffic Safety Team 
• Dori Saves Lives/The Dori Slosberg 

Foundation 
• FDOT Central Office 
• FDOT District Six 
• Florida Department of Health - 

Monroe 
• Florida Department of Health - Miami-

Dade 
• Florida Department of Highway Safety 

and Motor Vehicles (FLHSMV) 
• FDOT SunGuide TMC–District Six 
• Florida Drawbridges Inc/FDI Services 
• Florida Highway Patrol (FHP) 
• Florida International University 
• Florida Keys Scenic Corridor Alliance 
• Florida Memorial University 
• Florida Teen Safe Driving Coalition 
• Florida's Turnpike Enterprise 
• Ford Driving Skills for Life  
• Governors Highway Safety Association 
• Islamorada Chamber of Commerce 
• IVC/Ole Communications 
• Jackson Health System 
• Key Largo Chamber of Commerce 
• Kiddos Magazine 
• Lexus of West Kendall 
• Lower Keys Chamber of Commerce 
• MADD - Mothers Against Drunk Driving 
• Mercy Hospital 
• Miami Dade College Hialeah Campus 
• Miami Dade College Homestead 

Campus 
• Miami Dade College Medical 

Campus 
• Miami Dade College North Campus 
• Miami Dade College West Campus 
• Miami Dade College West Campus 
• Miami Dade College Wolfson Campus 
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• Miami International Airport / Miami-
Dade Aviation Department 

• Miami Shores Village 
• Miami Shores Village Police 

Department 
• Miami-Dade County 
• Miami-Dade County (Transit) 
• Miami-Dade County Public Schools 
• Miami-Dade Expressway Authority 
• Miami-Dade Fire & Rescue 
• Miami-Dade Police Department 
• Miami-Dade Transportation Planning 

Organization (TPO) 
• Monroe County 
• Monroe County Sheriff’s Office 
• National Cinema Media 
• National Organizations for Youth 

Safety (NOYS) 
• Nicklaus Children’s Hospital 
• North Bay Village 
• North Bay Village Police Department 
• PortMiami 
• PortMiami Tunnel 
• Publix Supermarkets 
• RED - Responsible & Educated Drivers 
• SADD - Students Against Destructive 

Decisions 
• South Florida Commuter Services 
• Team SLR 
• Town of Bay Harbor Islands 
• Town of Bay Harbor Islands Police 

Department 
• Town of Cutler Bay  
• Town of Cutler Bay Police Department 
• Town of Golden Beach 
• Town of Golden Beach Police 

Department 
• Town of Medley 
• Town of Medley Police Department 
• Town of Surfside Police Department 
• University of Miami 
• University of Miami Police Department 
• Village of Bal Harbour 
• Village of Bal Harbour Police 

Department 
• Village of Biscayne Park 
• Village of El Portal 
• Village of Indian Creek Village 
• Village of Indian Creek Village Police 

Department 

• Village of Key Biscayne Police 
Department 

• Village of Palmetto Bay  
• Village of Pinecrest 
• Village of Pinecrest Police  
• West Kendall Baptist Hospital 
• West Kendall Toyota 
• zMotion Foundation 
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3.3  PARTNERSHIP CONTRIBUTIONS 
 

Following is an overview of each partner’s contributions and involvement throughout the campaign. 

• AAA/Traffic Safety Foundation 
o Campaign posters were displayed at two AAA branch offices reaching 5,405 AAA 

members and non-members. 
o Three hundred tip cards were distributed. 
o Fourteen Facebook posts resulted in thousands of impressions. 
o AAA also participated in the Health and Safety Fair at Miami Dade College’s 

Medical Campus. 
• City of Aventura Police Department 

o Posters were displayed in 20 condominium lobbies, and community display areas, 
the police roll call room and police station community room lobby, reaching 
approximately 29,700 individuals. 

o The Department distributed 600 tip cards, and attended several events throughout 
the campaign to distribute information. 

o The City of Aventura Police Department was responsible for Variable Message Signs 
(VMS) reaching millions. 

• City of Coral Gables Police Department 
o The City of Coral Gables Police Department was responsible for Variable Message 

Signs (VMS) reaching millions. 
o The campaign eblasts were sent to 200 individuals. 
o Campaign messaging was distributed via social media to the department’s 5,000 

Facebook followers. 
• City of Doral Police Department 

o The City of Doral placed several banners throughout the city reaching thousands of 
drivers. 

o Approximately 150 tip cards were distributed. 
o Twitter was used to distribute campaign information to its 2,400 followers. 
o The City publishes a booklet for its residents which contains campaign information for 

an estimated 1,000 people. 
• City of Homestead / Police Department 

o Approximately 12 posters were displayed/distributed at the Homestead Police 
Department and City of Homestead Park Facilities.  These likely reached more than 
10,000 people during the campaign. 

o Approximately 250 Tip Cards were distributed. 
o Campaign materials were shared through the City of Homestead Government 

Facebook page, reaching a total of 32,743 people. 
o The City of Homestead TV Channel played the PSA which reaches the Town’s 70,000 

residents.  This channel is also played in all City of Homestead office lobby areas. 
• City of Key West / Police Department 

o Campaign messaging was distributed via social media to the department’s 
thousands of Facebook and Twitter followers. 

• City of Layton 
o Two eblasts were distributed by the city reaching 150 recipients. 

• City of Miami Beach 
o Campaign information was distributed through the City’s bi-weekly newsletter on 

three occasions reaching 6,000 residents. 
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o The City posted regarding the campaign using the hashtag #RideSafeMB to its 
90,000 Twitter, 33,000 Facebook and 35,000 Instagram followers. 

• City of Miami Gardens Police Department 
o Campaign messaging was posted regularly on Facebook (1,542 followers) Instagram 

(796 followers) and Twitter (3,112 followers). 
• City of Miami Springs 

o One eblast was distributed reaching 250 recipients. 
o The City distributed 100 tip cards. 
o Social media messaging was used to reach the city’s Facebook and Twitter followers 

reaching thousands. 
• City of Opa-locka Police Department 

o Two eblasts were distributed by the city reaching 50 recipients. 
o The Department displayed 10 campaign posters 1000 and distributed 200 tip cards. 
o Social media messaging was used to reach the city’s Facebook followers. 

• City of South Miami Police Department 
o The Department distributed one campaign eblast, five posters and utilized social 

media to display campaign messaging. 
• Islamorada Chamber of Commerce 

o The campaign eblasts were distributed to 1000 individuals. 
o Two posters were displayed as well as web banners and social media messaging. 

• City of Sweetwater 
o Campaign posters were displayed in the front of City Hall and in the second floor 

lobby area reaching hundreds. 
o The City distributed 25 tip cards and posted campaign messaging weekly on its 

Facebook and Twitter pages. 
• City of West Miami Police Department 

o The campaign eblasts were distributed to 200 individuals throughout the campaign. 
o A campaign poster was displayed in the police department lobby reaching 

approximately 100 views. 
• FDOT District Six Community Traffic Safety Program/Teams (CTST) 

o Carlos Sarmiento, disseminated four campaign email blasts to 361 people. 
o Participating CTST teams/members received additional campaign posters, 

educational and promotional items for internal and external outreach. 
o CTST held several enforcement details and distributed thousands of campaign items 

to citizens. 
• FDOT District Six 

o Twenty campaign posters were displayed in the Public Information office reaching 
approximately 500 people. 

o Social media was utilized to reach more than 4,000 individuals. 
o The campaign web banner and website reached 11,585 pageviews during the 

campaign. 
• FDOT SunGuide TMC–District Six 

o Dynamic Messaging System (DMS) signs displayed campaign messaging throughout 
the campaign area during the campaign reaching millions of drivers. 

o The SunGuide TMC posted an article on its web-based “News Flash” potentially 
reaching more than 35,316 individuals. 

• Florida Department of Health (Miami-Dade County) 
o The email blasts were distributed to 735 individuals. 
o Ten campaign posters were displayed, and web banners were posted on the 

department’s intranet. 
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• Florida Department of Health (Monroe County) 
o The email blasts were distributed to 80 DOH-Monroe and Monroe County 

government employees throughout the Florida Keys. 
o Two posters were displayed reaching 5,000 people during the campaign. 
o 150 tip cards were distributed at community events. 
o Alison Morales Kerr participated in two short radio spots on "US1 Radio" Morning 

Magazine (104.1 FM) on July 14 and December 4. She promoted biking and driving 
safety including the Put it Down campaign. US1 Radio is the largest radio station 
throughout the Florida Keys and has the largest reach of any other local radio 
station. 

o DOH Monroe also participated in two campaign events. 
• Florida Drawbridges Inc/FDI Services 

o FDI distributed the eblasts to 350 individuals. 
• Florida Memorial University 

o Students in COM 423 - Public Relations Campaign were in charge of coordinating 
and promoting the campaign and safety event under the professor's supervision, 
including pre-campaign surveys. 

o The event was held on November 9, 2017, reaching more than 750 students. 
o Campaign messages and materials were posted to the specially designated 

Facebook, Twitter and Instagram accounts throughout the fall semester (15 weeks).  
o Four eblasts were distributed to all students at Florida Memorial University. 
o Approximately 50 posters were displayed throughout campus. The posters were 

placed in the dormitory lobbies, inside and outside the school cafeteria, the student 
activity center as well as a host of other buildings and some classrooms. 

o FMU's Communication Program received the HBCU Digest Research Award for its 
involvement with the campaign. 

• Florida’s Turnpike Enterprise (FTE) 
o FTE displayed the campaign poster in its Ocoee, Orlando and Pompano facilities. 
o FTE distributed four email blasts to a distribution list of approximately 2,000 individuals. 
o Social media messaging was used to reach Twitter followers on fourteen occasions. 
o The Put it messaging was on informational displays at Turnpike Service Plazas 

(Okahumpka, Turkey Lake, Canoe Creek, Fort Drum, West Palm Beach, Pompano 
Beach). These displays show a variety of images as part of a PSA rotation and during 
the six-month run, the service plazas were visited by an average of 5,403,320 
vehicles. 

• Ford Driving Skills for Life 
o One eblast was distributed to 24,000 contacts in the Ford Driving Skills for Life Florida 

database. 
o Ford DSFL distributed 100 newsletters that contained Put It Down campaign 

resources to Governor's Highway Safety Association state representatives and Ford 
Motor Company Fund employees. 

o Social media messaging was used to reach 13,150 Facebook and 6,000 Twitter 
followers. 

• Governors Highway Safety Association (GHSA) 
o GHSA hared campaign messaging with its 5,309 Twitter followers. 

• Islamorada Chamber of Commerce 
o Campaign eblasts were distributed to 1,000 individuals. 
o Two campaign posters were displayed in addition to the Chamber’s utilization of 

web banners and social media to reach thousands. 
• Key Largo Chamber of Commerce 
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o Campaign eblasts were distributed to 650 individuals. 
o Two campaign posters were displayed and 20 were distributed. 
o Facebook was also used to reach its 8,536 followers with life-saving campaign 

information. 
• Kiddos Magazine 

o Kiddos Magazine published ads in its back-to-school and fall issues reaching 
thousands digitally via eblast, website and social media. 

o Kiddos hosted a “Back to School” event on August 5 and 6 at The Falls shopping 
center for more than 5,000 people. 500 bags with campaign information and 
promotional products were distributed. 

o Kiddos also hosted “Kiddo-Ween” Downtown Doral at “The Shops” on October 21 
which also reached more than 5,000 people. 

• Lower Keys Chamber of Commerce 
o Two eblasts were distributed reaching 500 people. 
o Campaign posters were also displayed in the Chamber lobby reaching 

approximately 50 people and 35 tip cards were distributed. 
o Facebook was utilized to distribute campaign information to the Chamber’s 350 

followers. 
• Mercy Hospital 

o The campaign eblasts were distributed to 1,400 individuals. 
o Ten campaign posters were displayed at the hospital reaching approximately 1,400 

people daily. 
o The web banners were placed on the Mercy website reaching approximately 1,200 

views per day. 
• Miami Dade College (MDC) 

o Campaign posters were displayed throughout MDC’s Hialeah and West campuses. 
o Campus safety/campaign outreach events were held at the following campuses: 

North, Hialeah, Kendall, Homestead, Medical, West, InterAmerican, and Wolfson 
reaching thousands of students. 

o Social media messaging, tip cards and email blasts were disseminated by several of 
the campuses as well. 

• Miami International Airport / Miami-Dade Aviation Department 
o Two posters were displayed in the rental car center lobby reaching approximately 

155,000 weekly visitors. 
• Miami Shores Village / Police Department 

o Campaign eblasts were distributed to 3,000 people. 
o Social media messaging reached thousands of followers on Facebook, Twitter and 

Nextdoor. 
• Miami-Dade County 

o Campaign messaging was distributed internally in the county employee newsletter 
to County and Jackson Health employees reaching approximately 26,000 
individuals. 

o Campaign messaging was also distributed externally via miamidade.gov to all 
subscribers. 

o Twitter was utilized to reach 34,100 followers on more than 30 occasions. 
 
 

• Miami-Dade Expressway Authority (MDX) 
o MDX distributed campaign information via its newsletter which reaches 

approximately 180,000 people. 
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• Miami-Dade Fire & Rescue 
o Campaign eblasts were distributed to 3,000 contacts throughout the campaign. 
o Fifty campaign posters were placed throughout the fire stations and lobby reaching 

thousands. 
o The campaign PSA was distributed via social media reaching thousands of followers.  

• Miami-Dade Police Department (MDPD) 
o Social media messaging was utilized to reach thousands of Twitter, Facebook and 

Instagram followers. 
• Miami-Dade Metropolitan Planning Organization (TPO) 

o Campaign information was sent to approximately 5,000 recipients using the TPO E-
newsletter which is distributed weekly. 

o Campaign information was posted on the MPO’s Facebook, Twitter and Instagram 
accounts reaching thousands of followers. 

o Two campaign posters were displayed (TPO office and Kiosk) reaching thousands of 
visitors each day. 

• Monroe County Sheriff’s Office 
o The department distributed eblasts to 50 recipients. 
o Seven campaign posters were displayed reaching approximately 3,500 views during 

the campaign. 
o 500 tip cards were distributed during the campaign. 
o Facebook was also utilized to reach 1,100 followers. 

• Nicklaus Children’s Hospital 
o The Nicklaus Children's Hospital e-newsletter reaches more than 4,000 recipients. 
o The hospital used the social media messages to reach its 34,000 Facebook and 6,300 

Twitter followers. 
o Campaign messaging was displayed on MCHS-TV, the hospital's in-house television 

network which can be viewed in all eight waiting areas as well as all 289 hospital 
beds. 

• North Bay Village Police Department 
o Campaign eblasts were distributed to 356 recipients on 20 occasions. 
o Ten posters were displayed reaching approximately 3,000 people. 
o Tip cards were distributed to 300 individuals. 
o Campaign messaging was distributed using Instagram reaching 400 followers. 
o TV monitors were also used to reach approximately 5000 people. 

• PortMiami 
o The campaign eblasts were distributed to 330 individuals. 
o Approximately 25 campaign posters and 400 tip cards were distributed. 
o Web banners were posted on www.miamidade.gov/portmiami reaching more than 

70,000 people. 
o Social media messaging was utilized to reach 4,052 Facebook followers. 

• South Florida Commuter Services (SFCS) 
o SFCS staffed, attended and distributed materials at 4 campaign outreach events 

reaching thousands. 
o Two campaign posters were displayed reaching more than 340 individuals. 
o SFCS distributed three eblasts and distributed more than 300 tip cards. 

 
 

• Team SLR 
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o Team SLR attended race weekend events with the Put it Down logo on the driver’s 
suit throughout 2017. Approximately 30,000 people saw logo with races at Daytona, 
Homestead-Miami and Sebring International.   

• Town of Cutler Bay 
o One campaign eblast was distributed to 1,323 individuals. Eblasts were also printed 

and placed on the information table during monthly Town Council Meetings. 
o Three campaign posters were distributed, and one was displayed at Town Hall.   
o In May 2017, the Town hosted a teen safe driving event at Cutler Bay High School 

ahead of the school's Prom Night and Graduation Ceremonies.  Approximately 200 
students attended. 

• Town of Cutler Bay Police Department 
o The Department participated in several outreach events throughout the campaign.  

• Town of Golden Beach 
o Three campaign posters were displayed reaching approximately 200 people. 
o Seventy-five tip cards were given out at the 5K Run/Veteran's Day Celebration. 
o The Town website and TV monitor images were also utilized to display campaign 

information. 
• University of Miami (UM) and UM Police Department 

o Two posters were displayed on campus by UMPD. 
o UMPD utilized social media messaging reaching 7,000 Facebook followers. 

• West Kendall Toyota 
o Campaign eblasts were distributed twice to 6,000 people. 
o Four campaign posters were displayed (two in the service building and two in the 

sales building) reaching thousands. 
o One-hundred tip cards were distributed. 
o West Kendall Toyota posted social media messages to its thousands of Twitter, 

Instagram and Facebook followers.  
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4.0  OUTREACH EVENTS 

In past years, the campaign focused heavily on outreach events, however with the rise in popularity 
and reach of social media for the target audience, more campaign resources were dedicated to 
that area. Additionally, Hurricane Irma caused the cancellation of several events. A total of 53 events 
were coordinated during the 2017 campaign, mostly at local colleges and universities. 

4.1 Campaign Schedule  

 

WEEK (2017) OFFICIAL CAMPAIGN SCHEDULE 

JULY 23 - 29 • Miami-Dade Partner Kick-Off Meeting (July 27 at FDOT D6 Auditorium) 

JULY 30 -    
AUGUST 5 

• Monroe Partner Kick-Off Meeting (August 3 at FDOT Marathon Operations Center) 

AUGUST 6 - 12 • Campaign Launch 
• Social Media Post #1 

AUGUST 13 - 19 • Social Media Post #2 

AUGUST 20 - 26 • Email Blast #1 
• Social Media Post #3 

AUGUST 27 - 
SEPTEMBER 2 

• Social Media Post #4 

SEPTEMBER 3 - 9 • Social Media Post #5 

SEPTEMBER 10 - 16 • Social Media Post #6 

SEPTEMBER 17 - 23 • Email Blast #2 
• Social Media Post #7 

SEPTEMBER 24 - 30 • Social Media Post #8 

OCTOBER 1 - 7 • Social Media Post #9 
• Email Blast #3 

OCTOBER 8 - 14 • Social Media Post #10 

OCTOBER 15 - 21 • Social Media Post #11 

OCTOBER 22 - 28 • Social Media Post #12 
• Email Blast #4 

OCTOBER 29 - 
NOVEMBER 4 

• Social Media Post #13 

NOVEMBER 5 - 11 • Social Media Post #14 
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5.0  OTHER CAMPAIGN MESSAGING 
Additional resources such as websites, social media and media coverage were used to spread the 
campaign messaging. 

 

5.1  FDOT DISTRICT SIX’S WEBSITE 

FDOT District Six approved the use of its website (under the URL www.fdotmiamidade.com) as a 
communications resource to promote the 2017 “Put it Down” campaign. The campaign web banner 
and a short campaign summary were posted prominently on the website’s homepage. In addition, 
the campaign website was posted at www.fdotmiamidade.com/putitdown.    

http://www.fdotmiamidade.com/
http://www.fdotmiamidade.com/putitdown
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Partners were also provided an internal website for the first time where they could access 
campaign materials and updates throughout the campaign (fdotsafetyresources.com). This was 
created to reduce the number of internal emails distributed throughout the campaign, streamline 
the distribution of materials and provide training videos. 

 

5.2  WEB/TV BANNERS/SOCIAL MEDIA 

Several campaign partners displayed the “Put it Down” web banner on their websites, as well as TVs 
and electronic monitors at their facilities. Partners also social media messaging images and videos 
provided for use on Facebook, Twitter and other platforms. 

 

5.3 PUBLIC SERVICE ANNOUNCEMENT (PSA) 

A new campaign PSA was produced in :15, :30 and :60 second versions in both English and Spanish. 
The PSA was utilized by partners via social media, local and international television as well as websites. 
Additionally, the PSA was shown in local movie theaters and at gas stations throughout Miami-Dade 
and Monroe counties in the week leading up to Labor Day weekend. 

  

http://www.fdotsafetyresources.com/
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5.4  MEDIA COVERAGE 

Many of the campaign partners published articles within their internal newsletters and/or news 
outlets. Below is a list of media coverage secured by the campaign efforts: 

• Radio 
o US 1 Radio 
o Easy 93.1 WFEZ-FM (Miami) 

 
• Newspaper/Magazines/Online Publications 

o Kiddos Magazine 
o SunGuide TMC News Flash 
o Miami Herald (Neighbors) 
o Miami Today 
o South Florida News Service (SFNS) 

 
• Television 

o Univision 23 
 

6.0  FUTURE CAMPAIGN GOALS 

The 2017 “Put it Down” campaign was an extremely well-received and very successful initiative 
launched by District Six leadership and the members of the team. As the team looks forward to future 
campaigns, there are certain goals that should be incorporated into future outreach efforts.  They 
include the following: 

• Develop More Key Partnerships – By working with additional partners, including private sector, 
we will receive additional resources, marketing and collateral materials including giveaways, 
key contacts, and possibly even additional grants/funding for future campaigns. Working with 
a media partner should also be considered further, as it will help bring credibility to the 
campaign and possibly free or reduced-cost advertising opportunities.  
 

• Expanded Presence in Monroe County – By continuing to develop strategic partnerships in 
Monroe County and working with additional partners, the campaign will have an even larger 
impact in the area. This will increase the dissemination of campaign materials and information 
via outreach events and existing communications resources to residents of Monroe County 
during future campaigns. 
 

• Maximize Digital Campaign and Social Networking Strategy – Continuing to develop the 
social media strategy is crucial to reaching a wider audience in future campaigns, especially 
when targeting younger demographic groups. Utilizing social media networks is a simple and 
effective way to post campaign content/messaging, and facilitate the distribution of 
information quickly, thereby turning the audience into active partners in the campaign. In 
addition, creating a digitally-focused campaign will allow for greater outreach. 
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6.1  CAMPAIGN PROCESSES 

In order to efficiently and effectively run a successful campaign in 2017, it is important to designate 
processes with strategic milestones.  A three-tiered campaign plan will simplify the processes as 
follows: 

• Pre-Campaign – Before the campaign is officially launched, adequate time and efforts are 
needed to research new safety information, create/develop new collateral materials, solidify 
existing partnerships and pursue new ones. 
 

• Campaign Run – During the actual campaign run, it is vital to ensure that personnel resources 
are available for all planned and impromptu campaign events and outreach opportunities. 
Media opportunities should be continuously pursued to enhance the campaign’s presence.  
Social media collaterals and information should be consistently disseminated to/via 
campaign partners to further extend the campaign’s reach. 
 

• Post-Campaign – The success of every campaign is measured by the results yielded by its 
efforts. The “Put it Down” Campaign has shown consistent increase in outreach, partnerships 
and media exposure.  A campaign report not only is a vital document that showcases these 
accomplishments, but also serves as a reminder for partners on why their input and 
stewardship make a significant difference.   
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7.0  CAMPAIGN FEEDBACK 

 
“I think the campaign is great. Keep up the good work.” 
-City of Sweetwater 
 
“The campaign was great especially that it allowed to be customized - like the flyers and PSA.” 
- City of Miami Springs 
 
“I think the campaign is excellent. It is simple but catchy and I see it in a number of places in town.” 
- Florida Department of Health - Miami-Dade 
 
“This is a great campaign to get students involved.  It's a fantastic learning opportunity.” 
- Florida Memorial University 
 
“Great campaign - thanks for all of your hard work!” 
- Governors Highway Safety Association 
 
“Thank you for your partnership! We will continue posting this information on our social media 
channels and look forward to continued partnership.” 
- Miami-Dade Police Department 
 
“Great Material.” 
- North Bay Village Police Department 
 
“Always a pleasure participating in the campaign. We would like to collaborate or join a planned 
event in 2018.  Thank you for your continued collaboration.” 
- PortMiami 
 
“As always, it's a pleasure participating in this campaign as well as the Drive Safe campaign. Keep 
up the good work! Thank you.” 
- West Kendall Toyota 
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Appendix A – Campaign Poster: English
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Appendix A – Campaign Poster: English (Version 2) 
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Appendix A – Campaign Poster: Spanish 
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Appendix A – Campaign Poster: Creole 
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Appendix B – Campaign Email Blasts (Kick-off Save the Date)  
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Appendix B – Campaign Email Blasts (#1) 
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Appendix B – Campaign Email Blasts (#2) 
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Appendix B – Campaign Email Blasts (#3) 
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Appendix B – Campaign Email Blasts (#4) 
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Appendix C – Campaign Web Banner 

 

 

 

 

 

 

 

 

 

 

 

 

Campaign TV Banners 
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Appendix C – Campaign TV Banners 
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Appendix D – Social Media Campaign Messaging 
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Appendix D – Social Media Campaign Messaging 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

NO text. NO Call. NOTHING is worth losing a 
 life over. #PutitDown. http://bit.ly/2urvJlt 

 
It’s Teen Driving Awareness Week. Help South 
Florida keep our roads safer #PutitDown 
http://bit.ly/2rCxsPz 
 
  

http://bit.ly/2urvJlt
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Appendix E – Campaign Outreach Event Photos 
 

 

 
Put it Down – Kick-off Event Miami-Dade County – July 27, 2017 
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Appendix F – Campaign Outreach Event Photos 
 

 
Put it Down – Kick-off Event Monroe County – August 3, 2017 
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Appendix F – Campaign Outreach Event Photos 

 
Kiddos Back to School Event – August 5, 2017 
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Appendix F – Campaign Outreach Event Photos 
 

 
 Mercy Hospital Back-to-School Event – August 12, 2017 
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Appendix F – Campaign Outreach Event Photos 

 
North Miami Back to School Bash – August 1, 2017 

 
Welcome Back Events, Miami-Dade College - Wolfson Campus – August 28-30, 2017 
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Appendix E – Campaign Outreach Event Photos 

  
Back to School Health Fair, Miami-Dade College - Hialeah Campus – August 30, 2017 

 

 
Welcome Back Expo, Miami-Dade College - North Campus – August 30, 2017



 
2017 DISTRACTED DRIVING AWARENESS CAMPAIGN 

SUMMARY REPORT 
 
 

39 
 

Appendix E – Campaign Outreach Event Photos 

 
 Campus Safety Day, Miami-Dade College - Medical Campus – September 26, 2017 

 
Campus Safety Day, Miami-Dade College - West Campus – September 26, 2017  
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Appendix E – Campaign Outreach Event Photos 

 
Teen Driver Safety Event, Westland Hialeah Senior High School – October 17, 2017 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Kiddos Magazine Kiddo-Ween – October 21, 2017  
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Appendix E – Campaign Outreach Event Photos 

 Saint Thomas University Event – November 2, 2017 

 
Florida Memorial University Student Event – November 9, 2017 
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Appendix E – Campaign Outreach Event Photos 

 
Florida Memorial University Student Event – November 9, 2017 
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Appendix G – Campaign Media Coverage (Cutler Bay Community Newspaper) 
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Appendix G – Campaign Media Coverage (Miami Herald) 
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Appendix G – Campaign Media Coverage (Univision 23) 
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Appendix G – Campaign Media Coverage (Easy 93.1) 
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Appendix G – Campaign Media Coverage (Miami Today) 
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Appendix G – Campaign Media Coverage (South Florida News Service - SFNS) 
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Appendix H – Other Campaign Coverage (Kiddos) 
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Appendix H – Other Campaign Coverage (Kiddos) 
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Appendix H – Other Campaign Coverage (News Flash) 
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Appendix H – Other Campaign Coverage (Miami-Dade TPO) 
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Appendix H – Other Campaign Coverage (Miami-Dade County) 
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Appendix H – Other Campaign Coverage (Town of Cutler Bay) 
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Appendix H – Other Campaign Coverage (AT&T website)   
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Appendix H – Other Campaign Coverage (AAA/Traffic Safety Foundation Facebook) 
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Appendix H – Other Campaign Coverage (FDOT District Six Facebook) 
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Appendix H – Other Campaign Coverage (Miami-Dade County Public Schools Facebook)   
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Appendix H – Other Campaign Coverage (City of Miami Springs Facebook) 
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Appendix H – Other Campaign Coverage (Ford Driving Skills for Life Facebook) 
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Appendix H – Other Campaign Coverage (Key West Police Department Facebook) 
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Appendix H – Other Campaign Coverage (Miami-Dade Police Twitter) 
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Appendix H – Other Campaign Coverage (Gloria Estefan Twitter) 
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